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“It is not the strongest or the most intelligent who will survive but 
those who can best manage change” 
Charles Darwin 
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Title: Inter-industry analysis of the impacts and attitudes of a Chat versus Human 
Representative 
Author: Diogo de Bernardes Henriques e Almeida Diogo 
Technology disruptions are known to keep on changing the way people interact with brands 
thus contributing to experiences that may or may not lead to better events if companies don’t 
invest on understanding the critical pain points in the consumer journey. 
The aim of this dissertation is to understand the impacts that the implementation of a chat has 
on the user and compare this effect with the outcome that traditional agents have for similar 
situations, leading to an observation if there are differences when satisfying a need through 
digital or physical instruments. Other objects of research include investigating which are the 
drivers that lead to a better consumer experience through chat coupled with understanding 
which are the attributes that makes the software unique from all other platforms and which 
retract the acceptance. To finish, it is studied which are the current attitudes towards the 
inevitable diffusion of chatbots. 
It was possible to conclude that for low involvement situations chat leads to underperforming 
valuations of loyalty, that the drivers of a satisfying experience are focused on the outcome 
whereas to foster loyalty it additionally needs to transmit sincerity, that the value added of this 
channel is its convenience and communication style although the impersonality and technical 
difficulties may repeal users and the sample is not yet comfortable with the upcoming of 
chatbots.     
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Título: Análise entre indústrias do impacto e atitudes face a um Chat versus a um Representante 
Humano 
Autor: Diogo de Bernardes Henriques e Almeida Diogo 
As disrupções tecnológicas levam a que as pessoas mudem a maneira como interagem com as 
marcas, contribuindo para melhores ou piores experiências dependendo se as empresas 
investem em perceber os pontos críticos na jornada do consumidor. 
O objetivo desta dissertação é de perceber os impactos que a implementação de um chat tem e 
comparar este efeito com o resultado que os agentes tradicionais têm em situações similares, 
levando a perceber se existem diferenças na satisfação de uma necessidade através de meios 
digitais ou físicos. Outros objetos de pesquisa incluem investigar quais os fatores que levam a 
uma melhor experiência no chat, juntamente com a compreensão de quais os atributos que 
tornam o software único face a outras plataformas e também quais retraem a sua aceitação. Para 
terminar, é também analisado as atitudes atuais face à difusão dos chatbots. 
Foi possível concluir que para situações de baixo envolvimento o chat leva a avaliações 
inferiores de lealdade, que a avaliação de uma experiência satisfatória é focada somente no 
resultado providenciado, mas para gerar lealdade é necessária também sinceridade, que o valor 
adicional deste canal é a conveniência e o estilo de comunicação apesar de a impessoalidade e 
dificuldades técnicas poderem repelir os utilizadores e a amostra não se encontra ainda 
confortável com a iminente chegada dos chatbots. 
Palavras-Chave: Chat; Chatbot; Automação; Digital; Experiência 
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CHAPTER 1 - INTRODUCTION 
1.1 Problem Statement 
The objective of this thesis is to undercover if the introduction of chat as a platform to 
interact with a brand will lead to a better experience to the consumer when compared to the use 
of traditional agents while testing for different products and services to get an overall perception 
of the effect that it has in different industries. Therefore, the Problem Statement is:    
“What are the Impacts and Attitudes of implementing a Chat Versus a Human 
Representative?” 
1.2 Aim of the Study 
By studying this, it will be possible to undercover some aspects that haven’t yet been 
extensively researched like which option between a salesman or a chat will lead to a better 
experience depending on the level of involvement or what are the drivers that lead to a good 
experience or even which are the current thoughts towards the adoption and use of a chatbot? 
With the purpose of structuring this study in a more accurate way and bearing in mind the aim 
of the study, the following research questions were developed and will be answered throughout 
the essay: 
\\ RQ1.1: Between chat and salesmen, which service representative leads to a better 
customer experience in low involvement product/service categories? 
\\ RQ1.2: Between chat and salesmen, which service representative leads to a better 
customer experience in high involvement product/service categories? 
\\ RQ2.1: Which are the factors that contribute to the generation of satisfaction in a chat? 
\\ RQ2.2: Which are the factors that contribute to the generation of loyalty in a chat? 
\\ RQ3: Which are the pros and cons of a chat? 
\\ RQ4: What are the attitudes that people have towards chatbots? 
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1.3 Scope of Analysis 
As the intent of this dissertation is to investigate how people react to the use of a chat versus 
how they react through human representatives, people from all ages will be considered with no 
exclusions as there might be contrasting opinions on the same issue and there will be no 
prohibition of people answering if they hadn’t ever used a chat as their opinions may add value, 
because they might be resisting the acceptance and that is also of high interest to this topic. 
1.4 Research Methodology 
To get adequate insights to develop this thesis, primary data was used, collected through 
qualitative and quantitative research (In-Depth Interviews and Surveys) and secondary data, 
mainly articles to support the evidences found while in the research phase with the intent of 
answering the research questions previously mentioned. With this plan it was possible to 
achieve a research that includes all categories – exploratory, descriptive and explanatory. 
It was chosen to carry out this method of research as through in-depth interviews it is 
possible to understand and explore more easily insights into the underlying reasons why some 
people might be adopting this new technology more easily than others and why is there some 
reluctance to accept it. Finally, to generalize what was found thus far, an online survey was 
developed to get a snapshot of the market environment and to be able to answer the research 
questions. 
1.5 Academic and Managerial Relevance 
By developing this thesis, it is possible to use the acquired insights by players of all 
industries who are considering implementing a chat to understand if it is in fact worthy to make 
such investment and which are the core aspects that must be considered to have a seamless 
experience through all channels. Also, by getting to know the current insights and which are 
the most valued points and the factors of distress, it is possible to implement a communication 
strategy that overcomes possible struggles of acceptance of this channel. 
Regarding academic relevance, this paper could be used in future classes to demonstrate that 
digitalization of traditional agents need to be carefully implemented as it can have a significant 
impact on the customer experience either positively or negatively and that market studies need 
to be done to understand this accurately. Also, it can be used to demonstrate that with the 
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internet and the fourth industrial revolution we are living in a fast-paced era where marketers 
need to keep up with that velocity. This document will also be useful as little research has been 
done on the implications of artificial agents on businesses from the consumers’ point of view 
and what are the consequences that it can have on the brand equity of a company. 
1.6 Dissertation Outline 
In the subsequent chapter a literature review will be developed by investigating past work 
that has been done related to certain topics that are of interest like what are the consequences 
of the level of involvement, which are the types of relationship marketing that exist and what 
is the effect of the moderator variable “automated systems/traditional agents”, how to achieve 
satisfaction and loyalty to be able to answer more meticulously the research questions. 
On chapter 3, the methodology will be addressed by describing the planning, execution and 
analysis of this data and on chapter 4 the results will be exploited to reach some conclusions 
and then on chapter 5 the main ideas from this thesis will be highlighted, limitations that have 
been found throughout the course of the development of this document and some suggestions 
for future research.  
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CHAPTER 2 – LITERATURE REVIEW 
2.1 Conceptual Framework 
With the objective of clarifying the theoretical concepts that will be analyzed in this 
chapter, a conceptual framework was built. As the scheme shows, this chapter is folded in 5 
sub-topics. First purchase decision involvement (PDI) will be presented as well as the different 
types of involvement that exists and the consequences that the level of involvement has on the 
purchase behavior. Second, a review of what Relationship Marketing (RM) is will be shown as 
a marketing branch that is dedicated to the development of close relationships with customers 
which has different perspectives and benefits. Third, it is inspected how service automation 
impacts the customer experience and which comparisons between man and machine have 
already been made and the state of art of chatbots will be presented. Fourth, satisfaction 
theories, measures and impacts are observed. The last concept is customer loyalty which is 
presented in the 5th section. Theories, ways of measure and outcomes that it fosters are also 
mentioned. The model is presented below: 
 
Figure 1 - Conceptual Framework 
2.2 Purchase Decision Involvement Introduction 
 Decisions about purchasing a specific product or service are based on factors that 
influence the choices that we make in our everyday life. One of these criteria is the involvement 
that an individual has when in the purchasing process. Involvement is the amount of interest 
that a product arouses in somebody (Day, 1970; Mitchell, 1979; Cohen, 1983) and PDI is 
characterized by the extent to which a consumer has an interest in the purchase decision process, 
if there is a concern with which alternative is bought and if the person believes that there are 
better alternatives than others (Mittal, 1989). If someone attributes importance to the 
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product/purchase-decision task then high involvement exists, whereas if it is unimportant, one 
is observing low involvement behavior (Greenwald and Leavitt, 1984). 
 Nevertheless, involvement is not a “High or Low” type of variable with only two 
options, but a continuum (Laurent and Kapferer, 1985). Thus, there are different types of 
connections that one can have with the purchasing process which are described in the next 
topics and the effects that it has. 
2.2.1 Cognitive and Affective Involvement  
 Based on Kim and Sung (2009) there are two different dimensions to PDI, the first is 
related to the extent to which people seek for specific criteria of a product while in their 
selection process and the other is when the purchaser searches for aspects that exalt emotions 
in the user, for instance, while buying a camera one can be immersed in Cognitive Involvement 
if is deciding which to buy based on the amount of megapixels that it has or if one is looking 
for the most fun to use, the involvement is Affective. Both types of involvement can happen at 
the same time as it is possible to pursue a camera that has a lot of megapixels and that is fun to 
use. 
2.2.2 Brand and Level of Involvement 
 A brand is sometimes a powerful tool to distinguish products within a product category. 
If that is the case, and people only buy a certain product due to the loyalty they have with the 
brand (for example Apple’s iPhone), the PDI will be high. If not the case, people will be buying 
mostly due to functional aspects of the product (Kim and Sung, 2009) thus having low PDI like 
when choosing between popular over-the-counter drugs. 
2.2.3 Consequences of Level of Involvement 
 The level of involvement is a continuum, however, there are consequences regarding 
how one positions himself. If a purchaser has high involvement in the purchasing decision, 
there will be an impact on the decision process and information seeking as many brands are 
researched to maximize satisfaction, different sources are taken into consideration, these people 
are more likely to be influenced by reference groups, more prone to manifest their preferences 
and so on while when an individual in profiled as a benefiter of low involvement in the purchase 
process, the inverse occurs (Laurent and Kapferer, 1985). Thereupon, it should be known what 
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type of products are being dealt with and how typically people interact with that category and 
from there build a consistent communication strategy with the clients. 
2.3 Relationship Marketing Introduction  
According to Yang and Peterson (2004) nurturing a healthy relationship with your clients 
will be an investment that translates into satisfied and loyal customers which will consolidate 
and improve a firm’s competitive position. As a result, RM has emerged and is defined as “all 
marketing activities directed towards establishing, developing, and maintaining successful 
relational exchanges” (Grönroos 1990, p. 23). The adoption of this practice allowed managers 
to understand that they should build long-lasting personal relationships instead of short-term 
careless relations (Liang, Chen and Wang, 2008b) by going from having customers as strangers 
where communication has the pure objective of luring new customers to the business to having 
customers as partners where there is a deep connection between the customer and the firm 
leading to the possibility of offering personalized products/services which will bring much 
more added value than a standardized approach (Zeithaml and Bitner, 1996). 
2.3.1 Relationship Marketing Types 
As described by Möller and Halinen (2000) there are two theories regarding RM each with 
its own unique features – the first one is Market-Based RM that is concerned with the 
management of the customers where the main focus stands on how to treat each consumer 
individually, how to satisfy the needs of every customer adequately yet in a profitable way and 
the other is Network-Based RM that is concerned with the effective control of the agents who 
participate in the business like managing interactions with external partners. Managing the 
portfolio of customer relationships and developing strategic partnerships are, respectively, 
examples of activities that each theory convey. As the latter is more concerned with how to 
suitably allocate the resources for each stakeholder, our interest for this dissertation is more 
regarding the former approach as the intent is to find out for a certain level of involvement, 
which is the practice that adds the most value. 
2.3.2 Relationship Marketing Benefits 
Organization Benefits 
As the objective of this relationship is to “build and maintain a base of committed customers 
who are profitable for the organization” (Zeithaml and Bitner, 1996, p. 173)  it is implicit that 
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there are benefits for the organization as customers will increase their purchases, there will be 
lower costs associated with customer service, free advertising through word of mouth [WoM] 
as satisfaction is considered to be an antecedent or intermediary for positive WoM  (Swan and 
Oliver, 1989; Ha and Im, 2012), employee retention and allows to understand the value of a 
customer throughout their lifetime.  
Customer Benefits 
There’s also benefits for the customers as well as they will get a better and more 
personalized service value, reduction of consumer stress in initial problems that may rise, their 
special needs are accommodated and consumers learn what to expect from the company 
(Zeithaml and Bitner, 1996). 
2.4 Automation Introduction 
With the emergence of the 4.0 industry and with the technology that comes alongside it 
which are the intelligent production robots (Gubán and Kovács, 2017), businesses from all types 
of industries started their digitalization and automation of the company’s operations as a 
consequence of this fourth industrial revolution (Marjanovic et al., 2017; Stăncioiu, 2017). 
Knowing this, companies need to be able to adapt to these new practices as it has a severe 
impact on the customer experience (Frankel, 2014). 
To further emphasize this state of transition, it is believed that “by 2019 20 percent of user 
interactions with smartphones will take place using virtual personal assistants” (Gartner, 2016), 
that revenues for Artificial Intelligence (AI) systems will reach $46 billion by 2020 (IDC, 2017) 
and that retailers are expected to spend almost $32 billion by 2020 in automation (Taillon and 
Mueller, 2014). 
Automation is therefore a reality as technologies are replacing the usual human functions 
(Singh and Debasish, 2016) and the impacts of these are of high importance. Although 
automation has been proven that it can lead to a positive impact on overall satisfaction (Beatson, 
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2.4.1 Automation Impacts on Consumer 
Self-Service Technologies 
It has been found that self-service technologies (SSTs) which are a type of automation like 
ATMs that allow users to produce a service action without the involvement of employees 
(Meuter et al., 2000) can impact positively the customer’s satisfaction. This is achieved through 
a combination of factors like if the tech can solve an urgent need, if the SSTs are better than the 
other approaches and if it has accomplished its’ purpose. However, one must also be aware that 
a technology malfunction, a failure in the process or a customer-driven failure will lead to a 
decrease in satisfaction (Meuter et al., 2000). 
Artificial Intelligence & Chatbots 
Another technology advent are the AI agents which are considered all computer 
applications that help people carry out certain tasks by allowing an interaction with them where 
the user tells the program what to do either by speaking directly with it or by typing (Etlinger, 
2017).  
One of the types of these AI systems are chatbots which are defined as a type of bot that 
has a conversational interface where the user is able to interact with it via voice, text, images, 
or a combination of these (Etlinger, 2017; Fichter and Wisniewski, 2017). This is a topic of 
high interest since 40% of US millennial consumers already engage in conversations with this 
tool on a daily basis (Retail Customer Experience, 2017) and it is estimated that by 2020 the 
use of chatbots will increase over 1000% (Bazilian, 2017). Even though chatbots still have a 
very limited use, sometimes one task only (Etlinger, 2017; Klie, 2017), it has been proven that 
a properly assembled chatbot can influence positively the loyalty that customers have towards 
brands (3Cinteractive Corporation, 2017), but there is a lack of studies examining which 
variables drive satisfaction (McLean and Osei-Frimpong, 2017). 
2.4.2 Chatbot State of The Art 
History 
The first chatbot was created in 1966 by Joseph Weizenbaum the responsible for ELIZA to 
coming to “life” (Weizenbaum, 1983). After the development of this pioneer project, many 
other chatbots have emerged like A.L.I.C.E in 1995 (Wallace, 2017) and more recently Siri 
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which is the personal assistant used in Apple’s devices, Cortana in Microsoft’s and even 
Amazon’s Echo (Weinberger, 2017). 
Types 
Depending on how a chatbot works, one can understand the type that one is dealing with. 
If the bot only responds to very specific questions and the answers are defined à priori, then it 
is a “rule-based” bot. However, if the bot can learn from the interactions that occur, it is a 
“machine-learning based” bot which has more potential than the first mentioned as it is not as 
limited (Fichter and Wisniewski, 2017). 
Functions 
Even though the history of chatbots have more than 50 years, there is still a very short array 
of tasks that these chatbots can develop successfully (Etlinger, 2017; Klie, 2017). The functions 
that these can carry out are the following (Sansonnet, Leray and Martin, 1973): 
- Dialogical Agent: When the chatbot can analyze and understand the problems that the 
user has by allowing the user to interact through text or voice;  
- Rational Agent: Must be able to execute the help requests that the user explicitly 
transmits;  
- Embodied Agent: Anthropomorphic entity that has the objective of restoring trust.  
The ability to perform these functions led to wide adoptions of chatbots in departments like 
customer service (Arcand, 2017) for basic tasks like recommendations of products, surveys, 
easy transactions, and so on (PR Newswire, 2017). However, it is known that chatbots can’t yet 
fully replace humans in this type of service (Kirkpatrick, 2017), so what are the differences 
between the outcome of a service made by a human and by a robot? 
2.4.3 Automation versus Humans as Service Intermediaries 
Many industries are integrating new practices of automation in their processes, like the 
banking, hospitality and travel sector. However, little has been disclosed about the comparison 
of the impact that a bot has compared to a human representative.  
In the banking industry, Accenture (2017) has found that AI is simplifying the sector, 
changing the way that banks interact with consumers. Even though, consumers are giving more 
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importance to the humanness of the service and prefer human interactions (Accenture, 2017), 
for some tasks it is pointed out that there is a preference for artificial agents in spite of humans 
(3Cinteractive Corporation, 2017).  
There’s also evidence that customers get less dissatisfied when using SSTs instead of 
personal assistance, that is due to the responsibility that people employ on these agents as it is 
a common belief to think that if an outcome doesn’t correspond to the expectations in a positive 
way, it is due to wrongdoings from the service employee whereas when there is a problem with 
a technology the user believes it is due to something that the user did or due to some other 
external constraint (Scherer and Wangenheim, 2016). 
In cases where there are a lot of interactions and the outcome is positive, people will get 
more satisfied if the situation is handled by a human being rather than with a SST (Scherer and 
Wangenheim, 2016).  
One of the reasons why this might happen is because empathy in robots is very limited 
(Asada, 2015). Empathy is the ability to understand the other’s emotional state and being aware 
of what caused that situation (Gonzalez-Liencres, Shamay-Tsoory and Brüne, 2014) and it has 
been stated that empathy is a necessary pre-requisite for a successful experience (Zeithaml, 
Berry and Parasuraman, 1996). Even in a perfect simulation of a human’s capabilities, a robot 
will never be a substitute for a living connection (Rosenthal-Von Der Pütten et al., 2014). 
Even though there are pros and cons to the mentioned hypothesis, the two have the potential 
to affect satisfaction, and both AI (3Cinteractive Corporation, 2017) and human beings 
(Grewal, Krishnan and Lindsey-Mullikin, 2008) have direct consequences on loyalty, however 
no study was found about a direct comparison between the effect that these technologies have 
on loyalty compared to human representatives. 
2.4.4 Unified Theory of Acceptance and Use of Technology (UTAUT) 
Mentioned on the work of Venkatesh et al. (2003), there are different factors that influence 
the adoption of technology which are performance expectancy that is related with how someone 
believes that the technology will help to improve their duties, effort expectancy that is the extent 
to which it is believed that it will be difficult to learn how to operate the system, social influence 
that is how one thinks that others expect himself of using the technology and facilitating 
conditions which is defined as “degree to which an individual believes than an organizational 
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and technological infrastructure exists to support use of the system” (Venkatesh et al., 2003, 
p.453) which are moderated by gender, age, voluntariness and experience. This is an important 
theory to be mentioned as the acceptance of chat as a method to interact with a brand will be 
investigated.  
Although no technologies would ever be adopted by companies to produce negative 
experiences to the consumer, brands need to be aware of how to produce satisfactory products 
and services.  
2.5 Customer Satisfaction Introduction 
Satisfaction can be seen as the result of the subjective evaluation if the alternative has 
performed accordingly to what was expected of it to perform like (Engel, Blackwell and 
Miniard, 1993). This satisfaction can be either related to a transaction-specific satisfaction that 
is the emotional evaluation of a specific transaction or accumulative satisfaction that is related 
to the overall evaluation of the experience. The latter has a direct impact on repurchase intention 
and mediates the impact of the first mentioned and repurchase intention (Zhang and Liu, 2017). 
The interpretation of this concept can be seen from multiple angles that is why it can also be 
seen as the psychological state that results of the merger of disconfirmed expectations mixed 
with consumer’s past experiences with the product (Oliver, 1981) which can be translated to 
how past experiences mediate the effect of more recent negative ones (accumulative 
satisfaction) and other view focus more on consumer satisfaction being an end result of a 
purchase experience (Vavra, 1997). 
2.5.1 Theoretical bases of Customer Satisfaction 
Two theoretical bases of how customers evaluate their satisfaction level are widely adopted 
by most literature. The first is Expectancy-Disconformation theory (Oliver, 1980) which states 
that the evaluation of current satisfaction with a product/service is always compared with the 
previous expectantions that people had. This way, if performance is superior to the expectations, 
there will be positive disconformation and satisfaction increases. The same works the other way 
around.  
The other approach which was developed by Thibaut and Kelley (1959) refers that there is 
a standard which is called comparison level that the consumer uses to evaluate how satisfied he 
is with the relationship he is in. 
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2.5.2 Measuring Customer Satisfaction 
 There are numerous ways to measure the extent to which the customer is satisfied. 
Usually, satisfaction is measured through a simple question like “How would your rate of 
overall satisfaction with our product/service” with a scale ranging from extremely satisfied to 
extremely dissatisfied. However, this question may fail to assess the reason why the customer 
is fact dissatisfied or satisfied, so the traditional approach is sometimes subsituted for a multi-
attributes rating scale were different aspects of the product/service are shown and measured and 
an importance is given to each parameter (Shin and Elliott, 2001).  
2.5.3 Impacts of Customer Dissatisfaction 
One must then be careful with how a product/service is delivered as even though prior 
positive experiences moderate the effect of negative transactions, a poorly managed complaint 
handling can have a severe impact on customer retention which will foster negative WoM (Tax, 
Brown and Chandrashekaran, 1998). 
Thus it is extremely important that a company knows how to effectively deal with the 
client throughout all of the steps in the customer journey as when customers need to go through 
a complaint, there is a tendency to feel even more negative than before engaging in the service 
complaint process (Hart, Heskett and W. Earl Sasser, 1990). For this reason and as it is more 
difficult to establish relationships online rather than offline (Liang, Chen and Wang, 2008b), 
RM is essential to build long-lasting partnerships with your online customers (Bendapudi and 
Berry, 1997). 
2.6 Brand Loyalty Introduction 
Brand loyalty is a concept that has been vastly researched and has been identified by 
Smith and Aaker (1992) as a “customer’s attachment to a specific brand” and it is also when 
there is “a favorable attitude toward and consistent purchase of a single brand over time” 
(Assael, 1987, p. 73). Loyalty is obtained when certain criteria is met like being biased towards 
a specific brand, having engaged in a behavioral reactional (like a purchase), being loyal 
towards the brand for a long time, being decided by a decision group, choosing the same brand 
while there are substitutive brands and admiring the brand (Bloemer and Kasper, 1995). In a 
more simplistic approach, it has been stated that when a customer expresses their affection 
towards the firm over others, when it acclaims its welldoings or increases their volume of 
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purchases, it is a signal that he/she is becoming more attached with the company (Ganesh, 
Arnold and Reynolds, 2000). Regarding online customer loyalty, it is a psychological 
connection and attitudional promulgation towards a specific online service providers, mixed 
with the consumer’s compliance with keeping and nurturing the relationship between both 
parties (Liang, Chen and Wang, 2008a). 
2.6.1 Types of Loyalty 
Manifestations of brand loyalty are defined in different ways in literature. For Bloemer 
and Kasper (1995) a definition of loyalty would be based on if actions are done because there’s 
an emotional trigger or if consumers keep loyal only because there’s inertia.  
In the work of Ganesh, Arnold and Reynolds (2000) there are two kinds of loyalty 
behavior: active and passive loyalty. The difference between these are if conscious actions are 
taken or not, for instance, an active behavior would be to spread positive WoM while a passive 
behavior would be to state that the consumer would keep on satisfying the same needs with the 
same provider. 
More recently, two different forms of loyalty were presented: behavioral which is when 
loyalty implies purchases and attitudinal which is translated into a creation of a solid and 
positive image of the brand through WoM (Kumar, Shah and Venkatesan, 2006).  
2.6.2 Measuring Customer Loyalty 
With the intent of measuring the overall loyalty that certain customers have towards a 
specific brand, a Net Promoter Score can be used. This Key Performance Indicator takes the 
form of one simple question that is how much a user would recommend the service to a family 
member or a friend (Raassens and Haans, 2017). This indicator is fairly easy to use as it is 
measured on a scale from 0-10 where those who stand between 0-6 are considered as 
“detractors”, between 7-8 are “passively satisfied” and from 9-10 consumers are considered as 
“promoters”(Reichheld, 2003). The main objective of a company should be to eradicate as 
much as possible those who are detractors as they make up 80 to 90 percent of a company’s 
negative WoM (Reichheld, 2006) and these damages can have a devastating impact on a 
company’s perforamance (Reichheld, 2003, 2006). 
 
INTER-INDUSTRY ANALYSIS OF THE IMPACTS AND ATTITUDES 





2.6.3 Outcomes of Brand Loyalty 
By achieving brand loyalty, one can argue that a company has a competitive advantage 
when compared to the others (Zhang and Liu, 2017). However, in order to achieve this state, it 
is required that the impact of the moderator (in this case the chat) leads to a satisfying experience 
as it has been proven that satisfaction has an important role in determining loyalty (Bloemer 
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CHAPTER 3 – METHODOLOGY 
The intent of developing this thesis is to make a comparison between industries of the 
consequences that the introduction of a chat may have when implemented versus the impact 
that a human representative has. Therefore, this chapter will be divided in six parts. First the 
research questions must be defined to have a clear understanding of what is being researched, 
second a presentation of the possible research approaches will be explained, thus leading to the 
third part that represents the actual methodology that is going to be used. On the remaining 
topics, a description of the research instruments used will be shown, highlighting advantages 
and disadvantages of the process and how it is going to be used to extrapolate conclusions. 
3.1 Research Questions 
Considering all past literature review that has been mentioned in the previous chapter, it 
led to the formulation of different research questions which will be presented in this section.  
It has already been tested that chat can contribute to a better customer experience 
(3Cinteractive Corporation, 2017), but between the mentioned channel and a typical salesman 
, it is not known which will have a better impact for different levels of involvement therefore 
the following questions were investigated: 
\ RQ1.1: Between chat and salesmen, which service representative leads to a better 
customer experience in low involvement product/service categories? 
\ RQ1.2: Between chat and salesmen, which service representative leads to a better 
customer experience in high involvement product/service categories? 
Besides knowing which is the best channel to address the users’ needs, it is important to 
know which factors will contribute to the emergence of satisfaction and loyalty in a chat, thus: 
\ RQ2.1: Which are the factors that contribute to the generation of satisfaction in a chat? 
\ RQ2.2: Which are the factors that contribute to the generation of loyalty in a chat? 
It is of high concern to also understand which are the things that people value the most in 
a chat and which could be better leveraged before implementing this new technology, therefore: 
\\ RQ3: Which are the pros and cons of a chat? 
INTER-INDUSTRY ANALYSIS OF THE IMPACTS AND ATTITUDES 





And finally, chatbots are emerging and with it, the attitudes of the population should be 
studied hence: 
\\ RQ4: What are the attitudes that people have towards chatbots? 
3.2 Research Approach 
 Before proceeding to the research methodology, an understanding of the types of 
methods that a research can employ are necessary. According to the literature, three types of 
methods exist and can be used to complement each other which are: the exploratory research 
that is when the researcher seeks to understand different perspectives and insights that exist to 
solve the same problem, by identifying the variables that should be evaluated in the analysis, 
typically used in the initial phase of the study; after having a more accurate idea of what should 
be questioned, a descriptive research can be employed in order to get an accurate overview of 
these topics and finally there is the explanatory studies/causal research which are aimed to prove 
a relationship between variables (Saunders, Lewis and Thornhill, 2008). 
 Regarding the data gathered, it can be primary data if the author gives an unique 
contribution (new content), for example, if a new survey is employed or secondary data which 
is all existing information that can be accessed like internal records of a company, published 
articles, existing databases, and so on (Saunders, Lewis and Thornhill, 2008).  
3.3 Research Design 
As previously stated, the intent of this research is to come up with conclusions and 
answers to the research questions and to test if the hypothesis elaborated are supported or not. 
Taking into consideration the types of research approach that exist, the following methodology 
framework will be put into practice, having in mind the time and money restrictions that there 
exist: 
Figure 2 - Methodology Framework 
From the illustration it is possible to understand that literature review and interviews 
have been used with the objective of generating initial insights. The literature review 
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consists on the study of past work from authors who explored in detail some of the aspects that 
are continuously mentioned in this thesis like RM, customer satisfaction and many others. 
These are published data from articles that are issued in top journals and from online publishers. 
The second exploratory and descriptive method are in-depth interviews that have been executed 
to get a perception of the ideologies that different types of people (age and gender mainly) have 
towards the theme in debate and following that the insights were used to formulate the questions 
and answers that were used in the online survey. 
With the ambition of understanding which are the widely adopted thoughts and trying 
to establish causal relations between the different variables, while having into consideration the 
outcome of the interviews, one online survey was developed and then implemented on the 
online software Qualtrics to support both descriptive and explanatory research. The main 
findings of this research design will be thoroughly analyzed in the following chapter after using 
the statistical software SPSS to generate the results. 
3.4 Literature Review 
 The development of a review of existing literature on the subject of analysis has the 
intent of understanding the research developed by other authors and to which conclusions have 
they gotten which was fundamental to carry on with the study here presented as insights were 
given like what is the current state of the art of chatbots and consequences of the introduction 
of automated systems. 
3.5 In-Depth Interviews 
 With the aim of exploring different viewpoints, semi-structured face to face interviews 
were developed as the topics and sub-topics of the conversation were previously planned, but 
there was room for the interviewee to answer freely. This method was chosen in detriment of 
others mostly due to the ability to explore more easily individual’s thoughts and opinions about 
concepts when compared to for instance focus groups where there is a propensity for social 
desirability bias. Also, as the subject of this dissertation is more complex as it involves a recent 
topic, interviews are easier to probe more challenging questions and misunderstandings are 
immediately corrected. However, there are some disadvantages like the time requirement that 
each interview requires to be invested and the bias of the interviewer can influence how 
questions are made and lead to prestige-seeking answers from the interviewee.  
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 The intention behind putting this approach into practice is to get a general idea of how 
people usually interact with service providers and how it affects their satisfaction/loyalty. 
Questions are placed in a way to infer the different motives that lead an individual to require 
assistance in a low and high involvement purchase decisions and to understand the likelihood 
of people solving that same issue through a chatbot and how it would affect the mentioned 
variables. The bot is imagined having the same abilities as a normal human being to isolate the 
effect of empathy. Also, different scenarios were generated where automation is already full on 
practice and thus are decisions that we must make on our daily basis like – would you rather 
use a self-service machine in a supermarket/gas station or be served by a human? – the objective 
is to understand which are the reasons that lead each person to choose they favorite channel 
since this reasoning might also apply when deciding if chat is an appropriate platform to interact 
with a brand. 
 Interviews were performed with 8 different people with ages ranging from 21 to 58 years 
old to also understand how different generations feel and think of this new technology and how 
do/would they interact with it. There were no specific criteria other than age and gender to 
choose the sample that was interviewed as there was no background, income, or any other type 
of segmentation used besides the mentioned. Even though there was this intention to interview 
people of different ages and gender, due to time constraints the differences are residual.  
 As mentioned, the interview was semi-structured, meaning that some questions were 
already planned to answer some of the main topics that can be observed below. The full 
interview script can be seen in appendix 1. 
 Topic 1 - High Involvement Experience and Possibility of Solving Through Chat 
 Topic 2 - Low Involvement Experience and Possibility of Solving Through Chat 
 Topic 3 – Chat and Chatbot Attitudes 
Topic 4 – Scenarios of Automation  
3.6 Online Survey 
 With the intent of generalizing the insights gathered in the previous exploratory parts of 
this thesis and to understand the relationships that there exist between variables, an online 
survey was applied. This method is one of the most used ones in descriptive and explanatory 
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research to get a perception of for example how people evaluate a product versus how people 
judge the competitors’ products, to understand the characteristics of consumers, and so on. This 
research will also be the tool used to discover the veracity of the hypothesis and the answer to 
the research questions.   
 This method has its’ downsides as people can answer surveys in an uninformed way, 
there can be answers that are given only to satisfy the provider of the survey (courtesy bias), 
prestige seeking and social desirability bias, can’t clarify the questions, the sample most of the 
times isn’t representative of the population and there is no control over who is answering. Yet, 
it is one of the fastest methods to get answers, it reaches hard to contact people, has lower costs, 
and so on. 
3.6.1 Sample Size 
 The appropriate sample size for a margin of error of 5% in a population of 10 million is 
384 answers (Saunders, Lewis and Thornhill, 2008). As Portugal is a country with almost 10 
million residents (PORDATA, 2017) and as there is no specific target for this study, the amount 
of replies obtained through the survey should be of approximately 384 answers.  
3.6.2 The Measures 
 There were a wide variety of scales used in the development of this survey. First, in 
order to assess the level of involvement that one has towards a determined product or service 
category, 1-7 bipolar scales were used as developed by Mittal (1995). Afterwards, in order to 
evaluate the level of satisfaction, a scale from 1-10 as it is used by ESCI which is a reference 
institution in collecting data concerning satisfaction (Coelho and Esteves, 2007) and even 
though it has been previously mentioned as not giving sufficient insight to the reason why such 
evaluation was given (Shin and Elliott, 2001), it will be remedied by asking which factors led 
to that evaluation. Regarding the measurement of loyalty, a 0-10 scale was used which is used 
to check the net promoter score  (Raassens and Haans, 2017). Finally, some questions 
concerning the degree to which someone agrees or disagrees with each statement were 
quantified with the use of a Likert scale on a five-point scale where 1 stands for “Totally 
Disagree”, 2 as “Somewhat Disagree”, 3 as “Nor Agree nor Disagree”, 4 as “Somewhat Agree” 
and 5 as “Totally Disagree” (Malhotra, 2007). 
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3.6.3 Survey Structure 
 To able to assess what is proposed in the research questions, a special flow had to be set 
up in the online survey. This chapter will thus lead to a clarification of how it is designed. First, 
the respondents are equally divided in half where some answer a block regarding high 
involvement products/service and the other half will answer the same questions, but for a low 
involvement product/service. To simplify, the first block shall be called block A and the latter 
block B. After this, half of those who answered block A, will answer a block related with a 
situation solved through chat and the other half through a salesman. The other half that 
answered to block B will be exposed to an equal situation. After that, the remainder of the 
blocks are answered by everybody. To get a clear understanding of this structure, one can look 
to the image presented below (see appendix 3): 
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CHAPTER 4 – RESULTS’ ANALYSIS 
With the objective of answering the problem statement and as mentioned in chapter 3, an 
interview was employed as well as an online survey. This topic is structured by analyzing first 
the semi-structured interviews that were employed to attain a deeper understanding of how 
different people think about the automation of processes in different involvement scenarios and 
some conclusions will be presented. After this, and by having in consideration these results, an 
online survey is explored to be able to generalize some conclusions and give an answer to each 
research question. 
4.1 Qualitative Research – Interviews Analysis 
By using the script that can be found in appendix 1, some main conclusions could be 
observed taking into consideration the results that can be analyzed in appendix 2. The 
conclusions are iterated following the topics’ structure of the interview: 
High Involvement 
It was easy to understand that everyone has a different and very solid point of view 
concerning the use of chatbots. Guilherme stated that for him, an automated system would not 
be able to replicate the work of a human as “it wouldn’t understand that the guy was acting in 
bad faith and was fraudulent” this is due to the lack of capability of interpreting what is 
communicated, of deciphering the attitudes that in that case the individual that sold the phone 
on 2nd hand was having, as he had sold the phone without telling a priori that there were some 
issues with that item, therefore chatbots wouldn’t be able to interpret human behavior.  
Bárbara mentioned that “for me talking with a salesperson is a necessary thing when I 
buy something (…) it enhances my confidence in the decision” this is due to the credibility that 
is given to the opinions that are transmitted by those individuals that have the status of being 
experts on the matter and due to their appearance as when “one looks to those tech guys, we 
immediately know that they know what they are talking about”.  
For Fátima, the issue lies with the inability of knowing if the person/robot on the other 
side of the screen really cares about the issue that is communicated, she firmly believes that the 
answers provided will lack emotions, it will be distant, superficial and not at all understanding 
of the situation, it will just “follow the norms”. In her own words “a person explains herself and 
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apologizes, they try to understand your point of view. A machine will always be impersonal”. 
The underlying factor in here is concerned with the posture that one has when dealing with 
these issues, the facial expressions, the tone of voice used and the careful choice of words.  
Ksenia also made a strong comment by saying that her satisfaction levels would lower 
if it was a robot answering to her as “there wouldn’t be human interaction, robots do just what 
they are expected to do, they are neutral (…) people have added value besides their knowledge, 
they can, for instance, make you feel happy and have fun” therefore it is valued by this person 
when humans have a contagious positive behavior. However, this same person stated that she 
would love the autonomy provided by those systems, because sometimes these same 
salespersons can be extremely inconvenient, as they don’t let people make decisions as freely 
as she would like to and do not give space, they are “always bugging me until I make a choice”, 
so even though she values positively the behavior humans have, she also values it negatively if 
done wrong. 
Bárbara has also made another interesting comment by mentioning that when there is 
an interaction through chat, brands “wouldn’t lie”. She believes that the answers provided will 
be much less biased and that the absolute truth will be spoken, meaning that the responses will 
be facts, the process of communicating will be more rational, and she believes that that is an 
advantage. 
Low Involvement 
 Mixed opinions are also stated for this level of involvement. Inês says that for her robots 
are “not trustworthy”. “Does it really know what it is talking about?” she doesn’t give the same 
value to the automated systems as she gives to the status and experience that a person has. 
 For Rita, her concern was regarding the barriers that exist to share true, honest opinions. 
She confessed that when she was going to buy her wax stripes she had no idea of which to buy, 
so she approached a staff member of the shop and the lady told her personal experience, which 
is something that she valued a lot and wouldn’t be able to get the same insight and honesty from 
a chat as answers are always recorded and one must keep the professionalism. 
 António says that maybe an interaction through chat wouldn’t make him feel as tempted 
to sign up to the gym as he was after talking with the people on the spot as even though they 
might sometimes be a little inconvenient, the truth is that it is much more difficult to say “no” 
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in person than it is behind a screen. “When someone is encouraging you to do something, it 
almost seems like you feel more inspired to do it”. This only occurs because the excitement in 
their speech is felt, the tone of voice changes and the posture as well. 
 Nevertheless, Fátima contributed with a different vision this time by stating that there is 
an advantage in interacting through chat as “you don’t feel as ashamed as you would feel by 
asking more intimate questions in person”, there is clearly a stigma towards how comfortable 
one feels with asking more personal questions as people fear judgement from another and as in 
face to face conversations, reactions can’t be disguised, sometimes people avoid awkward or 
embarrassing situations.  
Attitudes towards Chat 
 Most of the interviewees stated that for them it does make a difference to be answered 
through chat by a human or an automated system. For Inês the issue still replies that she doesn’t 
firmly believe that robots do know what they are talking about, they are just sending pre-defined 
answers just like António mentioned that he doesn’t like lack of personalization. Also, Rita said 
that for her the issue is that she doesn’t feel as much empathy with it as she feels with a human, 
because they do not see our perspective. However, others like Ksenia believe that there is no 
issue at all with who or what is answering her as for as long as she doesn’t have to interact 
directly with a salesperson, it will be better. 
 One important downside that was mentioned was by Guilherme when he said that “the 
downside is that the face of the brand is lost, there is no affinity attained”, because for him even 
though it is more efficient to interact through a chat and he prefers that, he also states that the 
passion that people have with certain brands might be lost. A not as surprising benefit was also 
said: “Writing is easier”. In a world that is more and more mobile and in which the messaging 
apps are the most famous, it is not a wonder that individuals get more used to textual interactions 
instead of communicating with their own voice. 
 When asked if it is an ethical endeavor of companies to tell beforehand if one is 
communicating with a human or an automated system through chat, the majority supported that 
companies should warn, because people can feel “cheated” as they are expecting a person to 
answer them, because “with humans we like to be more personal” and if “we know beforehand 
that we are talking with a machine we adjust our expectations and speech” which will lead to 
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people being “more understanding of potential failures” that may exist. The remainder believe 
that it is indifferent to them, as long as they get their questions answered. 
Automation Situations 
Important comments were made like Leonor that says that she prefers self-service to 
human service as if something goes wrong, she will not blame the brand, but herself, as it might 
be due to something that she has done, and not because of the software itself. However, if it is 
a human making a mistake she will get very angry. Also, she believes self-service is better as 
you don’t get judged like when you are shopping, and people observe what you are buying. 
Ksenia mentioned that she dislikes sometimes the work of these professionals as when they are 
in a bad mood they can be very rude, so she also prefers machines to avoid those behaviors. 
Fátima, on the other hand, values a lot human service as when, for instance, she is on 
the supermarket and then on the counter the person helps to pack things up in the plastic bags, 
she feels like her experience gets better. 
4.2 Quantitative Research – Online Survey Analysis 
 The survey has been put up online since the 20th of November 2017 until the 9th of 
December 2017 collecting 400 sample responses. Not all answers were considered valid as 
there was lack of cooperation in the answers provided throughout the blocks, so 4 respondents 
were excluded from the analysis leading to 396 valid responses. 
 In the following subtopics the sample will be characterized, and data will be prepared 
before going into in depth analysis of the research questions. 
4.2.1 Sample Characterization  
 By analyzing the 396 individuals, it was possible to understand that 65.9% of those were 
female respondents while the remaining 34.1% were males. Those with ages between 18 to 24 
years old were the largest contributors as 80.1% of the inquired people belonged to that age 
group, followed by the segment of 25 to 34 years which represented 8.1% of the total 
respondents, then those between 35 to 44 years with 5.6%, 3.5% between 45 to 54, 2.3% in the 
range between 55 to 65 and finally only 0.5% below 18 years old.  
 Concerning their occupations, not surprisingly 56.1% are full-time students, 30.3% are 
employed, 11.9% are working students and only 1.8% are unemployed. Regarding academic 
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qualifications, 47.2% already have or are taking their bachelor degree, 42.2% are under the 
same conditions for the master’s degree, 5.8% only high school level, 2.3% have other academic 
abilities like professional courses, 1.5% have the 9th grade and only 1.0% have PhD’s (see 
appendix 4). 
4.2.2 Data Reliability 
According to Field et al. (2013) there is reliability in our data when a measure accurately 
depicts the construct that it supposedly analyzes. However, before verifying if our data is 
trustworthy, reversed scales had to be inverted to be easier to understand the true values of the 
Cronbach Alpha test which was applied afterwards. 
In the applied survey (see appendix 3), only the block “Attitudes with Chat” had variables 
that were analyzing the same construct. The results can be observed in the image below. 
Out of the 4 presented constructs, only 3 of them went under analysis as “Social Influence” 
was only evaluated using one variable. As it can be seen, the constructs were divided between 
2 different types of respondents – those that had already used a chat before to interact with a 
brand and those that hadn’t. Consequently, the questions were slightly adapted having into 
consideration the response previously given.  
Basing this thesis standards on the work of Nunnally and Bernstein (1994), the acceptable 
level of Cronbach’s Alpha should stand between 0.7 and 0.8 in order to have high reliability, 
as a consequence only Performance Expectancy and Effort Expectancy (for non-chat users) are 
high reliability constructs whereas according to DeVellis (1991) alphas below 0.6 are 
considered unacceptable thus the constructs Facilitating Conditions for non-chat users and 
Effort Expectancy for chat users are not reliable. According to the same author, alphas between 
0.65 and 0.70 are considered minimally acceptable and as Effort Expectancy for non-chat users 
has a value of 0.644 which is very near to that range of values, it can be considered appropriate. 
Table 1 - Data Reliability 
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From this interpretation it is possible to understand that the construct “Performance 
Expectancy” and “Effort Expectancy” for people who hadn’t yet interacted with a chat are the 
only ones with good internal consistency meaning that the items are evaluating closely related 
set of items and the remainder aren’t. 
4.2.3 Factor Analysis (FA) 
 With the intention of understanding the underlying factors that are being examined 
(Field, Miles and Field, 2013), three distinct factor analysis were put into practice. The first and 
second factor analysis was made regarding the previously mentioned constructs to inspect if 
they match the number of components for the two types of respondents – those who have 
already used a chat to interact with a brand (N=205) and those who haven’t (N=191). The third 
analysis that was inspected was regarding the aspects and reasons why someone values a chat 
as a communication system. It is also important to mention that the sample size in the last-
mentioned analysis also vary – only those exposed to the chat situation (N=193) are inspected. 
Chat Users Scale 
 After knowing the conclusions achieved by doing Cronbach’s Alpha test, it is 
appropriate to further expand our knowledge by doing a factor analysis to understand if the 
constructs match the number of components. By producing this analysis, it is understood that 
there is a correlation between the variables as Bartlett’s null hypothesis that the variables are 
not correlated is rejected and KMO’s test score of 0.726 further confirms that inference. 
However, and as expected from our previous analysis, there aren’t four factors. In fact, and as 
it is expected that the factors explain at least 60% of the variance, eigenvalues should be 
accepted if above 0.9 which leads to the existence of a factor model where the three factors 
account for 71.366% of the variance contained in the 7 original variables. Factor 1 represents 
“Impacts on Life”, Factor 2 “Easy Interactions” and Factor 3 “Difficulty to Operate” (see 
appendix 5). 
 This allows to understand that, in fact, the variables will be evaluating aspects like 
“Impacts on Life”, “Easy Interactions” and “Difficulty to Operate” rather than “Performance 
Expectancy”, “Effort Expectancy”, “Social Influence” and “Facilitating Conditions”. 
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Non-Chat Users Scale 
 In this scale Bartlett’s null hypothesis of variables not being correlated is also rejected 
and KMO’s test scores 0.797 which is fair evidence that the variables are correlated. The factor 
analysis leads to the generation of a two-factor model where the factors account for 62.635% 
of the variance contained in the 7 original variables.  Factor 1 is “Impacts on Life” and Factor 
2 can be interpreted as “Easy Interactions” (see appendix 6) which will be the aspects evaluated 
instead of the four previously mentioned ones. 
Chat Situation Scale  
 For this scale and situation, we were able to reject Bartlett’s test of Sphericity therefore 
rejecting the null hypothesis that variables are not correlated which is further emphasized by 
KMO’s test that measured 0.73 which varies between 0 to 1 were the closest to 1 the more 
correlated the variables are. After this, the analysis extracted six components with eigenvalues 
higher than 0.9 which allowed to explain almost 62.005% of the total variation. By looking at 
the Rotated Component Matrix it is understandable that Factor 1 could be described as 
“Outcome Expectations”, Factor 2 as “Sincerity”, Factor 3 as “Relationship Developed”, Factor 
4 as “Textual Preference”, Factor 5 as “Communication Expectations” and finally Factor 6 as 
“Identity Revealed” (see appendix 7). 
 The mentioned factors are the items subsequently used to understand such things such 
as if “Sincerity” is a driver of satisfaction for those who use chat.  
4.3 In Depth Analysis 
 In this section, the research questions will be analyzed in detail to reach conclusions. To 
do this, it was taken into consideration the results that the survey provided, and these will be 
supported with observations that were made during the interviews and knowledge acquired 
through the literature review. 
\ RQ1.1: Between chat and salesmen, which service representative leads to a better 
customer experience in low involvement product/service categories? 
 As the intention of this question is to assess specifically for low involvement 
products/services, first it was asked for participants to think about a purchase in which they had 
searched between a limited number of products and where sources of information like online 
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reviews and friends weren’t used as these are typical low involvement behaviors (Laurent and 
Kapferer, 1985). Following this, questions regarding satisfaction and loyalty were used to 
understand the impact that the independent variable chat or no chat had on the dependent 
variables satisfaction and loyalty. The independent variable in this case is a non-metric variable 
and the dependents are metric, therefore an ANOVA test was the most accurate test to be used. 
 Before proceeding to the analysis, ANOVA’s assumptions need to be met. As 
mentioned, the independent variable is categorical, and the dependent is metric, so all things 
considered related to the nature of the variables are verified. There are also no relations between 
the observations as through Qualtrics’ randomization tool and as mentioned in section 3.5.3, 
the survey was developed in such way that those who answered to the block “Low Involvement 
Situation – Chat” did not reply to “Low Involvement Situation – Human”. About outliers, those 
that existed were deleted for all dependent variables. Regarding homogeneity of variances, the 
p value for satisfaction is 0.604, for loyalty is 0.587 and for loyalty groups is 0.948 and since 
all of those are higher than the used p value of 0.05, the null hypothesis of equality of variances 
is not rejected. The only assumption left, and which is rejected is that the dependent variables 
should be normally distributed since after doing Kolmogorov-Smirnov’s test for the three 
mentioned dependent variables their p value was of 0.000, however as ANOVA’s test is robust, 
it is possible to proceed with the analysis of the ANOVA (Field, Miles and Field, 2013).  
For satisfaction, we can’t reject ANOVA’s null hypothesis of equality of means 
(p=0.491>0,05) therefore we can’t assess that there are significant statistical differences 
between the satisfaction of a user when using a chat or a salesman whereas for loyalty and 
loyalty groups, the null hypothesis is rejected (p=0,008 and p=0.039 respectively which is lower 
than the used p level of 0,05) therefore the means are in fact different between the two 
independent groups. In fact, loyalty has a mean of about 7.68 when there is no use of chat and 
6.96 when chat is used, which can also be a mean of 2,06 when a salesman is used and 1.84 
when chat is used (referring to the NPS group categories) therefore we can understand that 
when a chat is used, loyalty changes negatively (see appendix 8).  
Resuming, this means that when a chat is used it is not possible to infer that it will 
change either positively or negatively the satisfaction, however loyalty is not as high as when 
a traditional agent is used in low involvement situations. 
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\ RQ1.2: Between chat and salesmen, which service representative leads to a better 
customer experience in high involvement product/service categories? 
 Following the same logic as the previous research question, first it was asked for 
respondents to think about a purchase in which they had compared between different 
alternatives and where they had taken into consideration sources of information since those are 
high involvement behaviors (Laurent and Kapferer, 1985).  
 Likewise, before proceeding to the analysis, ANOVA’s assumptions were scrutinized. 
The nature of the variables remains untouched as the only thing that changed was the 
respondents and these observations are also independent (respondents from block “High 
Involvement Situation – Chat” and “High Involvement Situation – Human”). The outliers were 
also deleted from the analysis. For this level of involvement, the assumption of homogeneity of 
variances is met as for satisfaction the p level is 0.16, for loyalty 0.156 and loyalty NPS groups 
0.240 which are both values higher than the used p value of 0.05. Similar to what happened in 
the previous research question, the dependent variables are not normally distributed as 
Kolmogorov-Smirnov’s null hypothesis was rejected, but ANOVA is robust enough to proceed 
with the analysis (Field, Miles and Field, 2013). 
Following that, the ANOVA test itself is analyzed and for all dependent variables the 
null hypothesis of equality of means can’t be rejected as for satisfaction the p value is 0.22, for 
loyalty 0.934 and for loyalty NPS groups 0.787 which are all values higher than the used p 
value of 0.05 (see appendix 9). 
 With this, it is impossible to conclude if there is a better option to enhance the customer 
experience in high involvement categories. 
\ RQ2.1: Which are the factors that contribute to the generation of satisfaction in a chat? 
 To understand which are the relevant variables that contribute to the satisfaction in a 
chat, the factors generated for “Chat Situation Scale” were used. As both the dependent variable 
(Satisfaction) and the independents (Factors) are metric, a multiple linear regression was 
implemented. 
 However, before proceeding with the analysis, several assumptions and correlation must 
be investigated. Regarding correlation, there is no value above 0.8 manifesting multicollinearity 
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and pearson’s correlation is 0.000 therefore there is a statistically significant linear relationship 
between the variables. The nonexistence of multicollinearity is further emphasized by having 
tolerance levels above 0.4, VIF lower than 2.5 and condition index below 15. The assumptions 
of error term being normally distributed and mean of error term being 0 can be checked through 
the histogram and normal p-p plots that are presented adequately and variance is constant as 
through scatterplot it is possible to notice that there is no pattern and values are around 0. 
Concerning error terms being independent, Durbin Watson accused a level of 1,987 which is 
near the acceptable level of 2 therefore all assumptions are met. 
 With this, a model with 6 factors were originated where it explains 45.4% of the variance 
on the dependent variable. By analyzing ANOVA, as the significance level is 0.000 this means 
that the null hypothesis that all coefficients on the independent variable are 0 is rejected thus 
the model has explanatory power which means that at least one independent variable is having 
a significant effect on the dependent variable. In this case, by analyzing the coefficients, it is 
understood that the variable is “Outcome Expectations” as it is the only one with a p value 
lower than 0,05, in this case it is of 0,000. (see appendix 10). Therefore, Satisfaction can be 
calculated in the following way: 
Satisfaction with Chat = 6,927 + 1,338 * Outcome Expectations 
\ RQ2.2: Which are the factors that contribute to the generation of loyalty in a chat? 
 In this question, the analysis is similar, the only thing that changes is the dependent 
variable which is now Loyalty. Regarding correlation between the variables, the independent 
variables are the same as in RQ2.1 therefore there is no multicollinearity and the values of VIF 
are below 2.5, tolerance above 0.4 and condition index below 15 which are deemed as 
acceptable. The error term follows a normal distribution and its’ mean is 0 as seen through the 
appendix 11 and the variance is constant. In this case, Durbin-Watson is of 2.104 which is near 
the admissible level of 2 therefore it is ok to proceed with the analysis. 
For a model with 6 factors, it can explain 29.2% of the variance on the dependent 
variable loyalty. Regarding ANOVA, its’ null hypothesis is rejected as the p value is 0.000 
therefore there is at least one independent variable with significant effect on the dependent. 
Through the observation of the Coefficients, it is understood that there are 2 significant 
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variables which are “Outcome Expectations” and “Sincerity” with respective p-values of 0,000 
and 0,005. Loyalty then can be calculated as: 
Loyalty with Chat = 7,098 + 1,013 * Outcome Expectations + (-0,360) * Sincerity 
\\ RQ3: Which are the pros and cons of a chat? 
 To unveil the aspects that people value the most and the least, frequencies were 
calculated. Regarding positive aspects, it was understood that people overall value the 
convenience of the software (53%) specifically being able to perform tasks while doing 
something else at the same time (62.9%) and not having to commute (71.9%) and the 
communication style (21.2%) as there is no necessity to interact with people directly (36.9%) 
and if there is an issue, the users will not be as mad as if it was a person (41.7%). 
 On the other hand, the most problematic issues are the impersonality of communication 
(58.8%) mainly not being able to understand if the “person” on the other side is paying attention 
to the problem being exposed (53.2%) and the superficial answers provided (43.8%), and 
technical difficulties (24.7%) can be deceiving as some believe that chat has underperforming 
capabilities (45.9%) and that it can’t carry out complex tasks (52%) (see appendix 12). 
\\ RQ4: What are the attitudes that people have towards chatbots? 
 Automation is becoming a reality for messaging platforms and it is expected that in the 
near future people will be much more exposed to automated software systems (Bazilian, 2017), 
so it is important to know how society feels at the present moment regarding chatbots and how 
to better prepare them for this likely future situation. 
 By running frequencies on different questions that were asked to the entire sample, it 
was possible to get an understanding of current expectations. When asked if people would feel 
comfortable interacting with a brand through chat if it was an automated software providing the 
outcome, 47.7% disagreed with it to some extent while only 39,4% agreed with it to some 
extent. It was also possible to understand that people expect companies to warn beforehand if 
they are interacting with a robot or a human as 69.9% disagreed that it is not a company’s ethical 
duty to warn.  
 Even though 84.4% expect the existence of more chatbots in the future, there are mixed 
opinions regarding their future use as when asked if they believe that they will be using chatbots 
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in a daily basis in the future, 30.1% disagree to some extent, 27.8% agree to some extent and 
the remaining 42.2% are not sure. The same applies to what people expect of the impact of 
these agents as 43.7% neither agreed neither disagreed with the affirmation “my satisfaction 
and probability of recommending a brand would increase after interacting with a chatbot”, 
however 40.7% disagree with this to some extent, so most people aren’t really expecting a 
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CHAPTER 5 – CONCLUSIONS 
5.1 Conclusions 
 For this sample and research employed, in high involvement products/services, there 
were no statistical significant differences between the use of a chat or of traditional agents to 
improve the customer experience which means that it wasn’t possible to infer which one leads 
to a better outcome. However for low involvement and for this sample, loyalty is higher when 
the latter option is used which can be explained by the increasing trend of valuing more and 
more the humanness of the service (Accenture, 2017). 
 The only variable that contributes significantly in a positive way for both satisfaction 
and loyalty when chat is used is related with outcome expectations. This means that if the 
answer provided when interacting through chat is what the user is expecting it to be while not 
commuting to the store, if the conversation flows rationally and if the content is personalized it 
will generate additional satisfaction/loyalty. However, one must notice that the importance 
given to the outcome is higher to increase satisfaction than to increase loyalty, meaning that to 
achieve a satisfactory experience, it is given much more emphasis to the result than when 
thinking about recommending the service. For loyalty, the factor related with the non-existence 
of sincerity in the actions performed by the employee also affects negatively meaning that if 
honest and personal opinions are not shared and if the issue being taken into consideration isn’t 
dealt with in a serious way, loyalty will decrease.  
 For this sample, the value added that comes from using a chat instead of any other means 
of communication is the convenience that the software allows of not having to commute to a 
shop to satisfy their needs and the ability of performing a task while simultaneously doing 
something else and the communication style of the software as people argue that they wouldn’t 
be as mad with a mistake made by this program as they would be if it was an individual doing 
just like Leonor mentioned and as Scherer and Wangenheim (2016) proved in their research. 
Another strong point is that through chat, people do not need to interact with people directly as 
there is an ongoing tendency of people preferring to type rather than to interact with people 
(Albro, 2012) just like Ksenia mentioned in the interview that if she doesn’t engage in a 
conversation with someone, her experience will be better.  
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 However, there are some very strong negative issues that people have pointed out, 
specifically how impersonal conversations can be when developed through chat as people are 
not sure if the user on the other side is paying attention to the issue and the superficial answers 
provided which is exactly what Fátima stated “I will not know if the men on the other side is 
paying me the attention I deserve, he will probably be also answering other people and will give 
me a nonsense or standard answer”. These are some of the reasons why individuals sometimes 
value more humans than artificial agents (Asada, 2015) as empathy is a pre-requisite to have a 
satisfying experience (Zeithaml, Berry and Parasuraman, 1996). Notwithstanding, live chat can 
be a great platform to reduce the anonymity and the barriers between the customer and the 
company  (Albro, 2012) or the use of pictures of service agents can develop perceptions of 
social presence and influence positively the attitudes that people have towards these agents, just 
like emoticons can induce empathetic behavior (McLean and Osei-Frimpong, 2017) which is a 
downside that had been pointed out by Ksenia when she described that humans have added 
values besides the outcome, they make people feel something and through chat, emotions can 
also be shared. 
 It has also been stated that there are other problems that bother a great percentage of the 
sample which is the existence of technical issues as it is a belief that through chat no complex 
tasks can be developed as its’ potential is underperforming compared to what people expect of 
it. This has already been stated (Etlinger, 2017; Klie, 2017) yet, if a brand does not overpromise 
and explains previously which tasks it can perform, it will provide a valuable experience 
(3Cinteractive Corporation, 2017). 
 Concerning the individual’s attitudes towards chatbots, overall almost half of the sample 
believes that they wouldn’t be comfortable interacting with a brand if it was an automated 
system replying which might mean that people overall are not as educated towards the use of 
these technologies as Albro (2012) states. This is emphasized when it was concluded that 
companies have an ethical duty to warn people beforehand if they are going to interact with a 
robot or a human as if people know with what/whom they are going to interact “I will adapt my 
speech and my expectations” and thus “I will not feel cheated”. And that even though in the 
future, more chatbots are expected to exist, there aren’t any conclusions to if people expect to 
be using them and that it is not expected to having a positive impact in the experience as 
expectations are built on previous experiences which might haven’t been very positive (McLean 
and Osei-Frimpong, 2017).  
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 As it has been understood, RM can be a great investment if done right  (Yang and 
Peterson, 2004) and its core actions reside on getting to know better who is the customer that 
its being dealt with (Grönroos, 1990). As a first step, one must realize if their brand has more 
low involvement customer profiles or high involvement ones. If the first is the case, it will not 
be a good investment to totally substitute typical salesman for a chat, as loyalty will be higher 
if the traditional approach is used. If the customers have high involvement towards the products 
sold which, based on the survey employed, usually happens in product categories like 
smartphones and computers, the results were inconclusive as the sample has very distinct 
opinions towards the use of chat and salesman.  
There are different reasons as to why this might happen as based on Bárbara’s words, 
interacting with a salesman “enhances my confidence” which can be translated as a necessity 
to interact with a human being that is recognized as an expert or also because there is only a 
limited number of brands present in Portugal like El Corte Inglês or Novo Banco that have the 
option of communicating through chat, which goes against the affirmation of Albro (2012) that 
in order to use chat, people do not need to be educated. Therefore, before implementing a new 
technology like chat, customers need to be educated. 
Following the same line of thought, it has been mentioned that some of the negative aspects 
of chat is the inability to perform more complex tasks and the underperforming capabilities that 
it offers. However, if expectations are previously set up and if brands clarify exactly what the 
chat allows to perform, it will lead to a better experience overall (3Cinteractive Corporation, 
2017). Specifically, the sample used stated that using chat can be useful to have access to 
information and to solve their technical issues which confirms affirmations done by 
3Cinteractive Corporation (2017) and Albro (2012) that the use of this engine is meant for 
general inquiries, but then again, in order to have a seamless omnichannel strategy, it is 
necessary to understand which are the channels that the different segments of customers prefer 
to use (inContact, 2015). 
Other negative aspects whose impact can be nullified is the impersonality factor associated 
with the chat that can be inverted if a live chat option is used (Albro, 2012) or pictures of service 
agents (McLean and Osei-Frimpong, 2017) as both have substantial effects on the perception 
of social presence to mitigate the pointed out issue of not knowing if the agent is paying 
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attention to the problem being stated and to reduce the concern with superficial answers, 
emoticons can be used to enhance the lack of empathetic behavior (McLean and Osei-
Frimpong, 2017).  
Returning to the education strategy, it would be best to emphasize the unique added value 
that the software brings which is the possibility of interacting through chat while doing 
something else, of not having to physically commute to the store to get to know something and 
that there is no necessity of interacting with a person directly. Coupling this and knowing that 
overall the variable that matters the most is the Outcome Expectations and that this is the only 
variable that contributes to satisfaction it means that a brand should make sure that the result 
that a consumer has in the digital customer journey needs to be as good as the outcome that one 
would get through any other channel. After delivering this satisfying experience and knowing 
that satisfaction is an antecedent of loyalty (Wirtz and Lovelock, 2016), to achieve loyal 
customers one needs to also introduce sincerity factors in this platform (transmitting honest 
opinions, taking the issues seriously and sharing personal opinions). Sincerity can also be 
achieved through recommendations that the chat can give basing the opinion on other 
consumers’ testimonials on websites like TripAdvisor/Zomato/Booking as an example. 
If a brand is considering implementing a chatbot which is an automated software system, it 
must warn beforehand if a user is interacting with a robot or a human as people will adapt their 
expectations accordingly, but additional clarifications should be considered as the sample 
indicated that they wouldn’t feel comfortable interacting with a robot. However, if the previous 
recommendations are taken into consideration, it might lead to different beliefs and extinguish 
the existing thoughts that a robot wouldn’t improve their experience and that in the future they 
will not be using these more frequently as it has been stated that big investments are being made 
in this area (Taillon and Mueller, 2014; Gartner, 2016; IDC, 2017). 
5.3 Limitations and Future Research 
 There were some limitations that have been found throughout the development of this 
thesis. First of all, even though the sample under analysis has an appropriate size to be studied 
as there are over 384 answers (Saunders, Lewis and Thornhill, 2008), some blocks were only 
replied by one fourth of the total sample size and others by one half, therefore it might be 
insufficient and might have been better if there were more individuals answering to these 
questions to get more precise conclusions. Additionally, the sample chosen is nor random nor 
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representative of the population which leads to biased results which are not representative of 
what the overall population thinks.   
 One second issue that has arisen was the difficulty to find articles from top journals as 
there is very little literature on topics like automation or chatbots, as they are recent subjects 
and there is a lack of research done about these issues. 
 Some questions might also present social desirability bias for instance when asked if 
one would feel comfortable interacting with a brand through chat even if it was an automated 
system, people might have answered that they were comfortable with it when in fact they are 
not that comfortable. 
 Also, if there were more interviews in which it was possible to reach more in-depth 
conclusions regarding the reasons why someone would prefer a salesman over a chat would 
allow the creation of a better and more accurate survey, however it requires an interviewer that 
is experienced in probing underlying constructs. 
 For future research, it would be of great importance to question even further the attitudes 
that people have towards chatbots, for instance, if people would trust a chatbot to receive their 
personal and more sensitive information which might be of high concern for industries like 
banking or insurance or why exactly some people require the confirmation of a human before 
buying something, to understand if the variables that drive satisfaction change according to the 
type of situation (depending if the interaction is due to requiring information, seeking technical 
assistance, comparing products, etc.) which wasn’t done initially due to the extensiveness that 
the survey would become, which would lead to an inferior sample size and finally to empirically 








INTER-INDUSTRY ANALYSIS OF THE IMPACTS AND ATTITUDES 






Appendix 1 – Qualitative Script 
 
1. Welcome  
 
“Good morning! Thank you for your time to participate in this interview. The intention is to uncover the impact 
that automation in perfect simulation scenarios has and to compare it with typical service representatives. Please 
consider that there are no wrong or right answers, your opinions and preferences is what is trying to be assessed.”  
 
2. Questions  
 
2.1 Demographics  
➢ What is your gender?   
➢ What is your age? 
 
(Adequate the questions to each person)  
2.2 High Involvement Experience and Possibility of Solving Through Chat 
➢ What was the last product you bought in which you: 
o Have searched among a wide array of alternatives and compared them 
o Have taken into consideration different types of sources of information like online forums and friends 
o Have interacted with a service representative 
➢ On a scale from 1-10 how was your prior satisfaction with that brand before the purchasing process? 
➢ On a scale from 0-10 how was the likelihood of you recommending the product/service to a friend or family 
before the purchasing process? 
➢ In which situation have you required to interact with the brand? 
➢ Through which channel have you interacted with the service representative? 
➢ Which struggles have you found while communicating through that channel? 
➢ Do you believe that there was a better channel to solve your issue? 
➢ After having your situation sorted with the service representative, what was your level of satisfaction on a 
scale from 0-10? 
➢ On a scale from 1-10 what is the likelihood of you recommending that service a friend or family? 
➢ Do you think that the issue could have been solved through a chat with a representative? 
➢ Would your opinion change if you knew beforehand that what is answering you is a robot? 
o If no: Even in a perfect simulation where the robot has the same capabilities to solve the issue as a 
human? 
➢ Do you believe that your satisfaction and loyalty would be affected positively or negatively if the situation 
was solved through a chatbot? If so, please evaluate on a scale from 0-10 and 1-10 respectively. 
 
INTER-INDUSTRY ANALYSIS OF THE IMPACTS AND ATTITUDES 





2.3 Low Involvement Experience and Possibility of Solving Through Chat 
➢ What was the last product you bought in which you: 
o Have searched a limited number of brands if any 
o Did not require any type of source of information 
o Have interacted with a service representative the outcome of your choice?  
➢ On a scale from 1-10 how was your prior satisfaction with that brand before the purchasing process? 
➢ On a scale from 0-10 how was the likelihood of you recommending the product/service to a friend or family 
before the purchasing process? 
➢ In which situation have you required to interact with the brand? 
➢ Through which channel have you interacted with the service representative? 
➢ Which struggles have you found while communicating through that channel? 
➢ Do you believe that there was a better way to solve your issue? 
➢ After having your situation sorted with the service representative, what was your level of satisfaction on a 
scale from 0-10? 
➢ On a scale from 1-10 what is the likelihood of you recommending that service a friend or family? 
➢ Do you think that the issue could have been solved through a chat with a representative? 
➢ Would your opinion change if you knew beforehand that what is answering your answer is a robot? 
o If no: Even in a perfect simulation where the robot has the same capabilities to solve the issue as a 
human? 
➢ Do you believe that your satisfaction and loyalty would be affected positively or negatively if the situation 
was solved through a chatbot? If so, please evaluate on a scale from 0-10 and 1-10 respectively. 
 
3. Chat and chatbot attitudes 
➢ Have you ever interacted with a company through chat? 
o If yes: Did you understand that it was a bot or a human? 
▪ If yes: Did it make a difference? 
▪ If no: Would it make a difference? 
➢ Would you feel comfortable interacting through chat? 
➢ What are the benefits of communicating through chat? 
➢ What are the downsides of communicating through chat? 
➢ Which tasks could a chatbot perform that people do in customer service deparments? 
➢ Is it your opinion that companies should warn beforehand if it is a human or a chatbot solving the problem? 
Is it their ethical duty? 
 
4. Scenarios of Automation 
➢ Present two of the following scenarios: 
o Imagine that you are on the highway driving your car and there is a system of toll with the possibility 
of paying the fee through to an automated system, with a human or if you have the stamp you can go 
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on the fast lane. In a perfect simulation in which there is no traffic and paying with a human or with 
a machine has the same exact speed of process, which of the three would you choose? 
▪ Why is that? 
▪ What are the characteristics that bother you the most in each type? 
▪ What are the characteristics that please you the most in each type? 
o Imagine that you have to transfer money to another account. You remember that you have this urgent 
task exactly when you are passing by your bank and you see that there is nobody in line, so you 
would be able to be attended immediately. Having in mind that you could do the same exact task 
through an ATM, on the counter or through home banking, which one would you choose if there 
were no differences in speed of process? 
▪ Why would you prefer that one in detriment of the others? 
▪ What are the characteristics that bother you the most in each type? 
▪ What are the characteristics that please you the most in each type? 
o Imagine that you are in the supermarket and there are no people in line. Which method would you 
use to pay your shopping – Self-service or human service? 
▪ What are the characteristics that bother you the most in each type? 
▪ What are the characteristics that please you the most in each type? 
o Imagine that you are in the gas station and that there are no people in line. Which method would you 
use to fuel up your car – Self-service or human service? 
▪ What are the characteristics that bother you the most in each type? 
▪ What are the characteristics that please you the most in each type? 
 




Appendix 2 – Qualitative Results 


Appendix 3 - Survey Structure 
Block: Welcome Message 
Dear participant, 
I would to thank you in advance for having the interest in filling in this survey for my Master Thesis at Católica 
Lisbon School of Business and Economics. 
There are no right or wrong answers in this survey since I truly want to access if the implementation of a 
determined system is worthwhile or not. Also, have in mind that the answers are totally anonymous. 
As a reward for your time, I will give-away a 20€ Gift Card for you to use on FNAC. For that, I will need your 
e-mail (asked at the end of the survey). If you don't provide your e-mail, you won't be eligible. 
Thank you once again for your time and collaboration, 
Diogo de Bernardes Henriques e Almeida Diogo 
Block: High Involvement Evaluation [Half of the respondents have answered this block] 
1. Please think and write down a product or service category in which you in your last purchasing decision: 
 
- Have searched among a wide array of alternatives and compared them; 
- Have taken into consideration different types of sources of information like family, friends, online forums and 
reviews. 
Please remember the product/service you wrote here as the following questions will be made regarding your 
choice. 
2. In selecting from the many types and brands of the product/service category chosen that are available in the 
market, would you say that: 
 
3. How important would it be to you to make a right choice of this product/service? 
 
4. In making your selection of this product/service, how concerned would you be about the outcome of your 
choice? 
 
Block: Low Involvement Evaluation [Half of the respondents have answered this block] 
1. Please think and write down a product or service category in which you in your last purchasing decision: 
 
- Have searched a limited number of brands if any; 
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- Haven’t taken into consideration different types of sources of information like family, friends, online forums 
and reviews. 
Please remember the product/service you wrote here as the following questions will be made regarding your 
choice. 
2. In selecting from the many types and brands of the product/service category chosen that are available in the 
market, would you say that: 
 
3. How important would it be to you to make a right choice of this product/service? 
 
4. In making your selection of this product/service, how concerned would you be about the outcome of your 
choice? 
 
Block: High Involvement Scenario - Chat [Half of those that have answered the block 
“High Involvement Evaluation” have answered this block] 
Please consider the following scenario: 
- Imagine that you haven't bought that product yet; 
- As you want to be sure of your selection, you require assistance as you have doubts regarding which is the most 
appropriate alternative having in mind your preferences and restrictions; 
- Facing this issue, you decide to interact with a brand representative through chat. 
You can see below an example of how does a conversation typically unfolds through chat 
1. On a scale from 1-10, how satisfied do you believe that you would be with the outcome that this channel 
would provide? 
  
2. On a scale from 0-10, how likely do you believe that you would be to recommend that brand to family and 
friends if your doubts were solved through chat? 
 
3. For each statement below, please check the degree to which you agree/disagree with each sentence having in 
mind the evaluation you gave previously? 
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4. Which (if any) of the following channels would you rather use to satisfy the same need? 
 a) Ask on the shop 
 b) Call customer service 
 c) Email them 
d) Social media (for example Facebook) 
 e) Other (Open entry) 
 f) None 
[If “none” is not selected on question 4.] 5. For each statement below, please check the degree to which you 
agree/disagree with each sentence having in mind why you chose the previous alternative to chat: 
 
Block: High Involvement Scenario - Human [Half of those that have answered the block 
“High Involvement Evaluation” have answered this block] 
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Please consider the following scenario: 
- Imagine that you haven't bought that product yet; 
- As you want to be sure of your selection, you require assistance as you have doubts regarding which is the most 
appropriate alternative having in mind your preferences and restrictions; 
- Facing this issue, you decide to interact with a brand representative on the shop. 
1. On a scale from 1-10, how satisfied do you believe that you would be with the outcome that this channel 
would provide? 
  
2. On a scale from 0-10, how likely do you believe that you would be to recommend that brand to family and 
friends if your doubts were solved through this method? 
 
3. For each statement below, please check the degree to which you agree/disagree with each sentence having in 
mind the evaluation you gave previously?  
  
4. Which (if any) of the following channels would you rather use to satisfy the same need? 
 a) Call customer service 
 b) Chat 
 c) Email them 
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 d) Social Media (for example Facebook) 
 e) Other (Open entry) 
 f) None 
[If “chat” is selected on question 4.] 5. For each statement below, please check the degree to which you 
agree/disagree with each sentence having in mind why you chose chat as an alternative to the brand 
representative on the shop: 
  
Block: Low Involvement Scenario - Chat [Half of those that have answered the block 
“Low Involvement Evaluation” have answered this block] 
Please consider the following scenario: 
- Imagine that you haven't bought that product yet; 
- As you have a doubt regarding the product you want to choose, you require assistance; 
- Facing this issue, you decide to interact with a brand representative through chat. 
You can see as an example below of how does a conversation typically unfolds through chat. 
1. On a scale from 1-10, how satisfied do you believe that you would be with the outcome that this channel 
would provide? 
  
2. On a scale from 0-10, how likely do you believe that you would be to recommend that brand to family and 
friends if your doubts were solved through chat? 
 
3. For each statement below, please check the degree to which you agree/disagree with each sentence having in 
mind the evaluation you gave previously?  
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4. Which (if any) of the following channels would you rather use to satisfy the same need? 
 a) Ask on the shop 
 b) Call customer service 
 c) Email them 
 d) Social Media (for example Facebook) 
 e) Other (Open entry) 
 f) None 
[If “none” is not selected on question 4.] 5. For each statement below, please check the degree to which you 
agree/disagree with each sentence having in mind why you chose the previous alternative to chat: 
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Block: Low Involvement Scenario - Human [Half of those that have answered the block 
“Low Involvement Evaluation” have answered this block] 
Please consider the following scenario: 
- Imagine that you haven't bought that product yet; 
- As you have a doubt regarding the product you want to choose, you require assistance; 
- Facing this issue, you decide to interact with a brand representative on the shop. 
1. On a scale from 1-10, how satisfied do you believe that you would be with the outcome that this channel 
would provide? 
  
2. On a scale from 0-10, how likely do you believe that you would be to recommend that brand to family and 
friends if your doubts were solved through this method? 
 
3. For each statement below, please check the degree to which you agree/disagree with each sentence having in 
mind the evaluation you gave previously?  
 
4. Which (if any) of the following channels would you rather use to satisfy the same need? 
 a) Call customer service 
 b) Chat 
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 c) Email them 
 d) Social Media (for example Facebook) 
e) Other (Open entry) 
 f) None 
[If “chat” is selected on question 4.] 5. Which of the following attributes would contribute to that choice? 
Block: Attitudes with Chat [Everybody replies] 
1. Have you ever interacted with a brand through chat? 
a) Yes 
b) No 
[If “Yes” is answered on Question 1.] 1.1a Were you able to tell if it was a person or an automatic 
software answering you? 
a) Yes, it was a human 
b) Yes, it was an automatic system 
c) No 
[If “Yes” is answered on Question 1.] 1.2 Why have you interacted with it? 
a) To obtain information 
b) To get technical support 
c) To make a complaint 
d) Other [Open entry] 
[If “Yes” is answered on Question 1.] 1.3 With which frequency do you use chat to interact with brands? 
a) On a daily basis 
b) On a weekly basis 
c) Monthly 
d) Rarely 
[If “Yes” is answered on Question 1.] 1.4 For each statement below, please check the degree to which you 
genuinely agree/disagree with each sentence. 
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[If “No” is answered on Question 1.] 1.1b For each statement below, please check the degree to which you 
genuinely agree/disagree with each sentence. 
 
2. What type of problems bother you the most in a chatbot? [Multiple answer] 
a. Dislike answers provided 
b. Impersonality in communication 
c. Technical difficulties 
d. Other [Open entry] 
e. None 
 
3. Which aspects of the chatbot do you value more compared to any other channel? 
a. Communication Style 
b. Convenience of the software 
c. Outcome provided 
d. Other [Open entry] 
e. Nothing 
[If “a.” is selected on question 2.] Which specific problems do you find with the answers that you believe that 
you will obtain/have obtained? 
a) Answer is not as good as it would be through other channel 
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b) Lack of personalization in the answers 
c) Not believing that they will know how to answer me in the most appropriate way 
d) Other [Open entry] 
[If “b.” is selected on question 2.] Which technical difficulties do you believe that you would find/have found? 
a) Not capable of carrying out more complex tasks 
b) Systems are difficult to use 
c) Underperforming capabilities 
d) Other [Open entry] 
[If “c.” is selected on question 2.] Which impersonality issues do you believe that bother or would bother you 
the most? 
a) Affinity is not developed with the brand 
b) Communicating through text is very impersonal 
c) Lack of empathy shown in the dialogue 
d) No face is shown 
e) Not knowing if the person on the other side is paying attention to your problem 
f) Superficial answers 
g) Other [Open entry] 
 [If “a.” is selected on question 3.] Specifically, what entices you in the outcome provided? 
a) Answers are more personalized as they have into consideration my personal data 
b) Being more certain that my doubts will be clarified 
c) Immediate responses 
d) Knowing that answers are trustworthy as they all stay there as a record 
e) Not being influenced by emotions, all answers will be rational and not impolite 
f) Professionalism in the answer provided 
g) Other [Open entry] 
[If “b.” is selected on question 3.] Specifically, what entices you in the convenience of the software? 
a) Anonymity in the conversation 
b) Being able to communicate through text 
c) Being able to perform a task through chat while doing something else at the same time (like having 
dinner) 
d) Not having to commute 
e) Other [Open entry] 
If “c.” is selected on question 3.] Specifically, what entices you in the communication style of the software? 
a) If there is a problem I will not be as mad as if it was a person doing it 
b) Not having to communicate with people directly 
c) They are as empathetic as a human is in communication 
d) Other [Open entry] 
Block: Attitudes with Chatbots [Everybody replies] 
In the next few questions, your attitudes regarding chatbots will be examined. 
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A chatbot is: A type of robot or automated system that has a conversational interface where the user is able to 
interact with it via voice, text, images or a combination of these. (Etlinger, 2017) 
1. For each statement below please check the degree to which you genuinely agree/disagree with each 
sentence. 
 
Block: Demographics [Everybody replies] 
We are almost reaching the end of this survey! Now I only want to know a few things about you! 
1. What is your gender? 
a. Male 
b. Female 
2. How old are you? 










c. Working Student 
d. Employed 
4. Highest academic qualification obtained or currently obtaining: 
a. 9th Grade 
b. High School 
c. Bachelor Degree 
d. Master Degree 
e. PhD/MBA 
f. Other [Open Entry] 
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Appendix 4 – Sample Characterization 
 
Table 2 – Sample Demographics 
Appendix 5 – Factor Analysis – Chat Users Scale 
 
Table 3 – KMO and Bartlett’s Test of Sphericity on Chat Users 
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Table 4 – Total Variance Explained on Chat Users 
 
Table 5 – Rotated Component Matrix on Chat Users 
Appendix 6 – Factor Analysis – Non-Chat Users Scale 
 
Table 6 – KMO and Bartlett’s Test of Sphericity on Non- Chat Users 
 
Table 7 – Total Variance Explained on Non-Chat Users 
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Table 8 – Rotated Component Matrix on Non-Chat Users 
Appendix 7 – Factor Analysis – Chat Respondents 
 
Table 9 – KMO and Bartlett’s Test of Sphericity on Chat Respondents
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Table 11 – Rotated Component Matrix on Non-Chat Users 
Appendix 8 – ANOVA – Research Question 1.1
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Figure 4 – Boxplots for Low Involvement 
 
Table 12 – Tests of Normality: Kolmogorov-Smirnov for Low Involvement 
 
Table 13 – Levene’s Test of Equality of Error Variance for Low Involvement 
 
Table 14 – Descriptive Statistics for Low Involvement 
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Table 15 – ANOVA for Low Involvement 
Appendix 9 – ANOVA – Research Question 1.2 
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Figure 5 – Boxplots for High Involvement 
 
Table 16 – Tests of Normality: Kolmogorov-Smirnov for High Involvement 
 
Table 17 – Levene’s Test of Equality of Error Variance for High Involvement 
 
Table 18 – Descriptive Statistics for High Involvement 
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Table 19 – ANOVA for High Involvement 
Appendix 10 – Regression – Research Question 2.1 
Table 20 – Correlation between Variables 
 
Table 21 – Model Summary for Chat Satisfaction 
 
Table 22 – ANOVA for Chat Satisfaction 
Table 23 – Coefficients for Chat Satisfaction 
Table 24 – Collinearity Diagnostic for Chat Satisfaction 
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Figure 6 – Histogram for Chat Satisfaction 
 
Figure 7 – Normal P-P Plot for Chat Satisfaction 
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Figure 8 – Scatterplot for Chat Satisfaction 
Appendix 11 – Regression – Research Question 2.2 
 
Table 25 – Model Summary for Chat Loyalty 
 
Table 26 – ANOVA for Chat Loyalty 
 
Table 27 – Coefficients for Chat Loyalty 
Table 28 – Coefficients for Chat Loyalty 
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Figure 9 – Histogram for Chat Loyalty 
 
Figure 10 – Normal P-P Plot for Chat Loyalty 
 
Figure 11 – Scatterplot for Chat Loyalty 
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Appendix 12 – Frequencies – Research Question 3 
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Appendix 13 – Frequencies – Research Question 4 
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